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Delivering international strategy
through change and transformation



The rise of the
business model
concept has been
fueled by digital
innovation and the
Internet




Evolve or obsolesce




Responding to the rise of disruptive,

asset-light busmess models

sssssssssssssssssssssssssss
The aibve
E C O n 0 m 1 S t Statistics and sups

& Pay 1 Biberworld

(;:ﬂl) 2
LR i



What Is a business model?

“A business model describes the logic of
how a company does business — how it
creates and captures value through its
activities” (afuah, 2014; Zott et al., 2011).




» An overarching strategic principle is one of global automotive
companies expanding their international value propositions from
products (vehicles) to services (mobility/data).

> A related issue is how to adapt incumbent business models to
be more agile and responsive to technological change and new
International market opportunities moving forward.

» VP change + BM transformation = “Shape shifting”
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How do you become a shapeshifter?
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...and through breakout strategy
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Impact on the market
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© S. Finkelstein, C. Harvey, T. Lawton (2007), Breakout Strategy (McGraw-Hill, New York)
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Strategic Alignment

Staying in the same groups
as earlier, focused on the
same company, determine
our business’s present and
uture (intended) value
proposition.

What strateqic business
objectives need to be
agreed to deliver on this
strategic change?
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